gMa.rketing”for Lawyers




Strategy refers to a pIa}\ of action designed to achievea
particular goal. | \3/

e A goal is a projected state of affairs that a persOn\Osa,, system
plans or intends to achleve

o H—ﬂGoaIs shou;\Je SMART 4 \
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e Marketing strate‘gyg"/ a process that can

allow a company to concentrate its limited
resources on: l |
/T o the grégatest opportun ies to increase §ales and

e achieve a sustalnable competltlve advantage

e The mai
customers sati




e Information aﬂoz/ increasing of“markk,,....
IS necessary for @nalysis of posiJ;iQ‘n on
the market. a)

e BCG matrix
e Market

<




BCG Matrix 1.

e a portfolio planning model of the Boston
Consulting Group in the early 1970's.

e It is based on the observation thata
company'’s business units can be classified
|r:cto four categories based on combinations
of

e market growth and
e market share

relative to the largest competitor

e maps the business unit positions within these
two important determinants of profitability.
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Dogs _ i e ™ ~

e has little potential : \
e such businesses are candidates for divestiture , —

Question marks \\ﬁ
e (known as a "problem Chlld") has the potential to gain market share and
become a star >

e ifthey doeégnot succeed, they will'degenerate into a dog I

e must be analyzed carefully in order to determine whether they are worth
the investment reqwred to grow market share

Stars :
e (generate large
e it will become

e the portfolio
become th

Cash cows
e as leaders atur
e generate more cash t

owth rate éleclines

hould have stars that will
re cash géneration

.";II

stion marks into market







e Dogs - floppy ’d IZI( : | L

o Questlon marks B3.0 ™~

e Stars - NSB flash d rive — USB 1.\0 or f
USB 2.0

e Cash cows:
Video Di

isk (CD), Digital




e McKinsey and Company Consultlr)g group

Includes: ’ \
e Market attractiveness - market growth‘as the dimension of industry attractiveness, N S

e Competitive strength - market share as the dlmen5|on by which the competitive position of R
each company is assessed. \

o Factors that Affect Market Attractlveness ;
/ - - Market Size \ [
A

= Market growth
- Market profitability

1 the industry o
roducts a [

- Pricing trends
- Competitive i sity
- Overall risk of retu
- Opportunity to differ
- Segmentation

- Distribution struct

e Factors that Affe

- Strength of as
- Relative brand
- - Market share
- Customer loyalty
- Relative cost position (cost
- Distributi ength
- Recor ogical




Market attractiveness
(GE matrix)

Market
Attractiveness

Invest or go
away

Cash and go to
disinvestment
strategy

Disinvestment
strategy

Keep the leader
position

Increase of market
attractiveness

Cash and go to
disinvestment strategy

S
Share
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- e BCG matrix overlooks r%any her-
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actors of profit

bility N

e The framework assumes that each businessman.is independent
of the others. e

e The matrlxk pends heaV|Iy up2n the breadth of the definition J
of the market. A businessman may dominate its small niche,
but have very low market share in the overall industry. In such

a case, the ion of the market can make the dif erence
between a dog /

BCG matrix I for'"’"viewing a

“corporation’
‘investments)

(,-—/
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e Strategies baszedée{nh arket dominance

e Porter generic s jgies b
/T Innovati\on strategies \ J

e Growth strategles
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- e Acompany must identify ,its position

elative to the competition in
market the\

e Typically there are four types-of market dominance stFateg'!es:
e Leader

/ | e has market dominance I
e ChaIIengeX -- l

e The market chaIIengers strateglc objective is to gain market share and to
become the Ieader eventually

e Follower

e produc
strate

eg.P
- e Nicher

e Smaller firms can a
of little or no i

ofitable ag-"'é product innovation




e Find companiés éyﬁ/o ountry) whi%,_..

are in ‘
P o Lead position )
e Challer ger_position"

e Follower position

e Nicher




- Market Leader’s objectives: / | _,
e Expand the total market ' \J

e Finding new users )
e Creating new users, and \
/ e Increa"sir\% of usage by users (

e Protect its current market share by
' fense strategies

share and brofitability\
b )




Defense Strategy
e Least successful of the

c,efens strateg Bs.__ k \d ;

Mobile Defense _
By market broadening and diversi!jation \
__________FIanklng Defe‘mse / J
e Secondary markets (flanks) are the weaker areas and pron\a to being

attacked

e

Contraction Defens

e Withdraw fro s and redirect resources to

Pre-emptive
e Detect po

e Re identifying the attacker’s




e Which of thesé defen rategies are\a/,
possible to see at the companies In

~ your country? |

_r—




Types of Attack Strategies ]

~— e Frontal attack - " : " _
e Seldom work unless 2

e The challenger has sufficient fire-power (a 3:1 advantage) and staying power
e The challenger has clear distinctive advantage

o Flank attack _
e Attack at weak points or blind spots i.e, its flanks \ f
e Ideal for challenger who does not have sufficient resources \

A

e Encirclement attack
e Attack at man
e Ideal for challen

ts at the same time

e Bypass attack
e By diversifyi

e Guerrilla attack
By small, intermittent hit

(_./" e Usu to precede

the leader




e Which of thesé attac tegies are \S/
possible to see at the companies In

~ your country? |

_r—




- Types ofr Attack ratec | f\k_

=

e Imitator e.g. car m nufacturers"hmt@te the

oo style 0{ one anothe \ f_

o Adapter e.g. anese firms are




e Nichers must cre gfénn' nes, expand the

niches and protect them ~—

. 6 Marke%mche ‘may be attacked by larger
~ firms once they notice the niches are




e Product differéntg‘ftiﬁn ‘ \w/

o Cpst _Isadership ) \




e Which of these two’ typ X I generic strategie
are often used at lawyers?




deals with the firm's ra}:e of the new product development a
innovations oy

e Pioneers
- e concentrate on being the one with the newest, hottest products
around. 4

e A company prom-i’ées its customers will get the new te}(hnology before
anyone else does. '

—

irection, and when they are on
it, improves it and makes it

e Close follo

its own.

e Late foll

ogy, it stresses to its
ted, with no
bugs or last min
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e Possibilities how a com,bany oulc grov : \d

e Horizontal integration
e A compan}/_ tlla/es to expand b‘\}acquiring or startinMiness in
ie

the same as its main business
/ N e it allows to controla bigger market share

‘e Vertical integration . \

e A company tryes to acquire or start businesses that supply its current
[ - sell its products.

—

nd deliver;; structure

ing products (new versions




